





















































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































value, n. value is a potential, singular benefit that an offering is perceived to hold.
An offering is conceptualised as any thing, tangible or intangible, that is offered to an intended
























































value, n. value is a potential, singular benefit that an offering is perceived to hold.
An offering is conceptualised as any thing, tangible or intangible, that i offered to an intend d
end recipient. A single offering can contain multiple value forms.
value proposition, n. a value proposition is a package of value form(s) embedded































































































































































































value delivery, n. value delivery encompasses the numerous activities that a firm
















































































value capture, n. value capture encompasses the activities that a firm undertakes to
































































































value, n. value is a potential, singular benefit that an offering is perceived to hold.
An offering is conceptualised as any thing, tangible or intangible, that is offered to an intended
end recipient. A single offering can contain multiple value forms.
business model, n. the business model describes how a firm proposes value forms
(value proposition) and delivers value forms (value delivery), and consequently captures value
forms (value capture) for itself.
value proposition, n. a value proposition is a package of value form(s) embedded
within a firm's offering.
value delivery, n. value delivery encompasses the numerous activities that a firm
undertakes to create, produce, trade and realise their value proposition.
value capture, n. value capture encompasses the activities that a firm undertakes to








































































































































































business model innovation, n. business model innovation is the conceptualisation
and implementation of new business models.
This can comprise the development of entirely new business models, the adaptation of
existing ones and the transformation from one business model to another. It can affect the
entire business model or an individual or a combination of its value proposition, value delivery
























































































































































































































































clarify unit of analysis (UOA)
identify stakeholders
discuss purpose of UOA
identify value captured
identify value missed / destroyed
identify value surplus / absence




































































































































































































































relationships between BM components
change in BM component


























what is a business model?
META-MODEL
what elements belong into a business model?
TAXONOMY OF TYPES
which business models resemble each other?
SUB (META) MODELS- -
what are the common characteristics?




























































which businessmodels resemble each other?
SUB-FRAMEWORKS
what are the common characteristics?
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which businessmodels resemble each other?
SUB-FRAMEWORKS
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Component	 E.g.’s	in	case	 Challenge	 Evidence	of	challenge	














































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































business model, n. the business model describes how a firm proposes value forms
(value proposition) and delivers value forms (value delivery), and consequently captures value
forms (value capture) for itself.
business model innovation, n. business model innovation is the conceptualisation
and implementation of new business models.
This can comprise the development of entirely new business models, the adaptation of
existing ones and the transformation from one business model to another. It can affect the
entire business model or an individual or a combination of its value proposition, value delivery
and value capture components.
business model, n. the business model is a specific set of components that illustrate
how a firm proposes value forms (value proposition) and delivers value forms (value delivery),




























business model innovation, n. business model innovation is the process of
modifying any aspect of the former business model, in which the very first business model
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the change in the shading of the BMB petals
from t=1 to t=2 represents the change in the

























































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































the change in the shading of the BMB petals
from t=1 to t=2 represents the change in the
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model	innovation.	In	addition,	Yang	et	al.	offer	the	framework	of	‘value	proposition’,	
‘value	creation	and	delivery’	and	‘value	capture’	as	the	business	model	framework	upon	
which	to	innovate	the	new	business	model.	As	suggested	throughout	the	thesis,	the	
researcher	has	observed	this	three-construct	framework	to	be	overly	simplistic	and	
ambiguous.	
	
	
Figure	7.2	Framework	of	using	value	uncaptured	for	SusBM	innovation	
from	(Yang	et	al.,	2017)	
	
While	the	BMB	and	NVDs	have	been	developed	within	the	narrow	research	
context	of	healthy	food	ventures,	the	researcher	suspects	that	the	toolset	offers	a	theory	
of	business	model	innovation	that	is	transferrable	across	a	wide	range	of	contexts.	The	
researcher	recognizes	however	that	future	research	is	required	to	rigorously	test	the	
use	of	the	NVDs	alongside	the	BMB	as	a	generic	theory	of	business	model	innovation.	
This	research	has	demonstrated	that	the	NVDs	in	combination	with	the	BMB	offer	a	
theory	that	explains	business	model	innovation	in	the	context	of	healthy	food	ventures.	
	 Each	of	the	two	tools	contributes	to	knowledge	and	practice.	The	BMB	clarifies	
the	ambiguity	that	surrounds	the	business	model	concept	in	the	academic	literature.	
The	3	value	underperformances	build	on	Yang	et	al.’s	notion	of	the	BMI	significance	of	
negative	value	identification.	The	3	value	underperformances	combine	with	Yang	et	al.’s	
4	value	uncaptured	forms	to	establish	the	7	NVDs.		In	summary,	the	BMB	and	NVDs	
contribute	to	knowledge	by	offering	a	theory	that	explains	business	model	innovation	
within	the	context	of	healthy	food	ventures.	
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Regarding	the	contribution	to	practice,	the	BMB	and	NVDs	offer	practitioners	tools	that	
can	be	used	for	the	purpose	of	analysing	and	innovating	the	business	model	of	their	
healthy	food	venture.	
	
7.1.2.1	Clarifying	the	BMB’s	contribution	
	
	 The	BMB’s	contribution	can	be	further	clarified	by	comparing	it	to	the	Value	
Mapping	tool,	as	it	is	the	nearest	framework	in	the	literature.	The	two	frameworks	do	
have	many	similarities;	the	reader	might	even	question	the	novelty	of	the	Business	
Model	Blossom	given	their	similarities.	The	researcher	decided	to	adopt	a	visual	
representation	of	the	firm’s	ecosystem	of	stakeholders	similar	to	the	Value	Mapping	
tool’s:	each	stakeholder	has	their	own	respective	section	where	its	exchange	of	value	
forms	with	the	focal	firm	is	illustrated.	There	are	similarities	in	the	underlying	logic	of	
the	two	frameworks.	Both	frameworks	encourage	their	users	to	analyse	the	value	that	
the	business	model	delivers	to	each	of	its	stakeholders.	
	 The	reader	might	wonder	why	the	researcher	did	not	begin	the	analysis	with	the	
Value	Mapping	tool	instead	of	the	Chapter	4	analytical	lens.	The	researcher	observed	
the	use	of	the	Value	Mapping	tool	in	workshops	on	multiple	occasions,	many	of	which	
were	workshops	with	HFV	cases.	On	the	occasions	in	which	social	and/or	
environmental	objectives	were	already	embedded	in	the	entrepreneurs’	thinking,	the	
most	appropriate	use	of	the	Value	Mapping	tool	and	key	takeaways	were	unclear.	For	
example,	upon	the	introduction	to	the	Value	Mapping	tool	at	a	meeting	of	Venture	J	
stakeholders,	one	stakeholder	remarked	(and	in	effect	dismissed	the	tool	as	being	
useful	for	them):“But	[the	founder]	has	already	embedded	this	environmental	and	social	
sustainability	thinking	into	the	model.”	On	another	occasion,	the	Venture	I	founder	who	
self-identified	as	an	ecopreneur	and	had	just	used	the	Value	Mapping	tool	to	ideate	
Venture	I’s	business	model	was	unclear	as	to	whether	or	not	it	was	okay	to	describe	
more	than	one	value	proposition	in	Venture	I’s	business	model.	
The	Business	Model	Blossom	assumes	that	social	and/or	environmental	
objectives	are	embedded	within	the	venture.	However,	the	flexible	treatment	of	the	
BMB’s	stakeholder	component	allows	a	framework	user	to	return	to	the	Value	Mapping	
tool’s	explicit	acknowledgement	of	the	environment	and	society	as	stakeholders.	Unlike	
the	Value	Mapping	tool,	the	BMB	explicitly	uses	the	term	‘value	proposition.’	In	this	way,	
there	is	no	doubt	that	the	BMB	encourages	multiple	value	propositions.	Also	novel	to	
the	BMB	is	the	complementary	language	of	value	underperformances.	It	offers	
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framework	users	a	way	to	identify	the	value	propositions	that	require	more	thought	
(e.g.,	value	complexity).	The	value	underperformance	language	also	helps	to	identify	
value	flows	that	are	difficult	to	measure	or	inconsistent	with	some	component	of	the	
business	model.	
	
7.1.2.2	Clarifying	the	NVDs’	contribution	
	
The	NVDs’	contribution	can	be	further	clarified	by	juxtaposing	the	NVDs	to	an	
alternative	innovation	approach.	The	thesis	juxtaposed	the	BMB	to	the	Business	Model	
Canvas	throughout	the	new	framework’s	development	in	Chapter	5,	however	their	
complementary	innovation	approaches	have	not	yet	been	discussed.	With	respect	to	the	
Business	Model	Canvas,	Osterwalder	and	Pigneur	identify	four	sources	of	business	
model	innovation:	
• “Resource-driven	innovations	originate	from	an	organisation’s	existing	
infrastructure	or	partnerships	to	expand	or	transform	the	business	model”	
• “Offer-driven	innovations	create	new	value	propositions	that	affect	other	
business	model	building	blocks”	
• “Customer-driven	innovations	are	based	on	customer	needs,	facilitated	access,	
or	increased	convenience.	Like	all	innovations	emerging	from	a	single	epicentre,	
they	affect	other	business	model	building	blocks”	
• Finance-driven	innovations	are	“innovations	driven	by	new	revenue	streams,	
pricing	mechanisms,	or	reduced	cost	structures	that	affect	other	business	model	
building	blocks”		
(Osterwalder	&	Pigneur,	2010)	
Osterwalder	and	Pigneur	also	write,	“change	often	originates	in	areas	identified	through	
a	SWOT	analysis:	an	investigation	of	a	business	model’s	strengths,	weaknesses,	
opportunities,	and	threats”	(Osterwalder	&	Pigneur,	2010).	
However,	the	SWOT	approach	does	not	encourage	the	user	to	dig	deeply	into	the	
complexity	of	the	value	forms	that	might	accompany	a	particular	offering,	as	we	have	
seen	in	the	context	of	food.	Osterwalder	and	Pigneur	ultimately	offer	their	framework	
user	a	long	checklist	of	common	strengths,	weaknesses,	opportunities	and	threats	to	
search	for	across	the	9	BMC	building	blocks	(Osterwalder	&	Pigneur,	2010).	The	
Negative	Value	Diagnostics	language	(4	value	uncaptured	forms	and	3	value	
underperformances)	represents	a	novel	alternative	to	Osterwalder	and	Pigneur’s	
business	model-specific	SWOT	checklist.	The	NVDs	offer	its	user	a	new	way	of	thinking	
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about	business	model	innovation.	It	encourages	an	approach	to	BMI	that	deeply	
considers	the	value	forms	that	exist	within	a	business	model.	
	
7.1.3	The	healthy	food	venture	context	
	
This	research	has	been	conducted	within	a	specific	context,	and	amongst	a	niche	
subset	of	ventures	operating	within	that	context.	As	described	in	the	case	study	insert,	
the	case	studies	represent	young	ventures	with	a	mission	to	encourage	healthy	food	
consumption.	The	majority	of	the	studied	cases	were	small	ventures	that	had	been	in	
existence	for	5	years	or	fewer	at	the	time	of	the	primary	source	data	collection.	The	
researcher	has	adopted	a	definition	of	venture	that	encompasses	a	range	of	
organisational	structures	(e.g.,	for	profit	and	non	profit)	and	also	includes	initiatives	
within	bigger	parent	organisations	(e.g.,	see	Venture	E	description	on	page	104).	The	
insights	and	tools	that	have	emerged	from	this	research	are	relevant	to	the	context	in	
which	the	research	was	conducted;	they	are	relevant	for	healthy	food	ventures.		
While	the	researcher	has	suggested	that	the	Business	Model	Blossom	and	
Negative	Value	Diagnostics	could	be	useful	to	ventures	in	other	contexts,	this	remains	to	
be	seen.	The	researcher	recognizes	that	the	research	presented	in	this	thesis	can	only	be	
interpreted	to	offer	a	contribution	to	knowledge	in	the	niche	subject	area	of	healthy	
food	business	models.	The	Business	Model	Blossom	offers	a	number	of	opportunities	for	
future	research,	as	will	be	presented	in	the	next	section.	
	
	
7.2	Future	research	opportunities	
	
The	researcher	has	identified	several	opportunities	for	future	research	during	
the	current	research.	The	following	subsections	expand	on	these	opportunities.	
	
7.2.1	Implementing	the	Business	Model	Blossom	in	ventures	
	
Not	only	can	the	Business	Model	Blossom	be	implemented	and	evaluated	as	a	
research	framework	within	other	contexts	(i.e.,	an	analytical	tool	that	the	researcher	
can	use	in	other	contexts),	but	it	can	also	be	implemented	as	an	intervention	for	
ventures	that	are	designing,	managing	and	innovating	their	business	models.	The	
researcher	has	suggested	that	the	Business	Model	Blossom	could	be	used	to	help	early	
stage	healthy	food	ventures	design	and	communicate	their	business	models.	It	was	
designed	with	an	eye	for	the	eventual	implementation	and	refinement	into	a	tool	that	is	
helpful	for	healthy	food	ventures,	a	vision	that	likely	influenced	its	design.	For	example,	
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the	researcher	observed	the	effectiveness	of	a	fun	facilitation	style	when	working	with	
other	innovation	management	tools.	This	observation	served	as	further	reason	to	
embrace	the	flower	shape.	Time	constraints	prevented	the	researcher	from	
implementing	the	BMB	with	HFV	practitioners	though.	The	researcher	intends	to	carry	
out	this	implementation	research	as	future	work.	
	
7.2.2	Researching	the	language	we	use	in	innovation	
	
The	researcher	has	observed	the	important	role	that	language	plays	in	business	
model	innovation	environments.	The	Value	Mapping	workshops	have	demonstrated	the	
utility	of	the	tool’s	value	captured/uncaptured	language.	While	the	researcher	has	
observed	the	tool’s	language	to	be	important,	the	researcher	wonders	if	we	might	gain	
further	understanding	about	the	language	used	in	business	model	innovation	
environments	by	designing	more	systematic	studies.	Frameworks	such	as	the	Value	
Mapping	tool	and	the	Business	Model	Blossom	would	support	such	studies.	For	
example,	what	would	happen	if	we	translated	the	language	in	the	Value	Mapping	tool	
(e.g.,	win-win	for	value	captured;	loss	for	value	destroyed;	missed	goal	for	value	missed;	
overabundance	for	value	surplus;	yearning	for	value	absence)?	The	researcher	
envisions	an	opportunity	for	future	research	that	compares	the	value-based	business	
model	language	to	languages	that	use	alternative	terminology.	
		
7.2.3	Business	model	conception	versus	innovation	
	
Another	area	for	future	investigation	is	the	difference	between	the	process	of	
innovating	a	new	business	model	and	the	process	of	innovating	an	existing	business	
model.	Throughout	the	discussion,	the	former	will	be	referred	to	as	business	model	
conception	and	the	latter	as	business	model	innovation.	The	extant	literature	is	unclear	
on	this	issue.	The	researcher	has	demonstrated	how	the	Negative	Value	Diagnostics	are	
a	potential	stimulus	for	business	model	innovation,	and	has	demonstrated	their	role	in	
both	business	model	conception	and	business	model	innovation.	However	the	
researcher	suspects	that	there	are	differences	between	the	two	processes.		
	 The	Negative	Value	Diagnostics	offer	researchers	a	tool	to	identify	the	
differences	between	business	model	conception	and	business	model	innovation.	The	
researcher	examined	the	business	model	conception	of	the	cases	through	the	lens	of	
value	uncaptured.	The	researcher	did	not	attempt	to	analyse	business	model	conception	
using	the	value	underperformance	subset	of	the	Negative	Value	Diagnostics.	There	is	
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opportunity	for	future	work	that	takes	a	close	look	at	the	differences	between	the	
potentially	distinct	processes	of	business	model	conception	and	business	model	
innovation.	The	researcher	proposes	that	the	7	Negative	Value	Diagnostics	offer	
promising	support	for	such	research.	
	
7.2.4	A	business	model	innovation	
	
This	thesis	has	treated	business	model	innovation	as	a	process.	However	the	
researcher	cannot	ignore	that	there	is	an	on-going	academic	discussion	about	a	business	
model	innovation	(i.e.,	the	outcome	of	innovating	a	business	model).	Scholars	debate	
about	what	exactly	constitutes	a	business	model	innovation	(Geissdoerfer	et	al.,	2018).	
Are	there	some	situations	in	which	a	product	innovation	is	also	a	business	model	
innovation	and	other	situations	in	which	that	is	not	the	case?	There	is	no	consensus	on	
what	counts	as	a	business	model	innovation.	The	researcher	has	considered	this	question	
to	be	outside	of	the	scope	of	this	research	and	has	largely	remained	unconcerned	with	
the	definition	of	business	model	innovation	in	this	sense	of	the	term.	However,	a	clear	
definition	of	a	business	model	innovation	would	enable	us	to	challenge	the	idea	espoused	
by	some	scholars	that	there	are	set	types	of	business	model	innovations	(e.g.,	Weill,	
Malone,	D’Urso,	Herman,	&	Woerner,	2005).		
	
7.2.5	The	scope	of	the	business	model	
	
The	thesis	has	evidenced	the	growing	scope	of	the	definitions	of	both	the	
business	model	and	business	model	innovation.	Scholars	suggest	that	the	business	
model	can	address	an	increasing	number	of	aspects	related	to	running	a	business.	The	
business	model	has	grown	to	incorporate	aspects	such	as	accounting,	operations,	
strategy,	governance	and	management	(Schiuma	&	Lerro,	2017).	The	researcher	has	
often	contemplated	how	we	bound	the	domain	of	the	business	model.		
For	example,	what	level	of	accounting	detail	is	appropriate	and	useful	to	include	
in	the	business	model	framework?	Scholars	have	taken	different	approaches	to	
integrate	accounting	of	value	capture	(and	most	often	financial	accounting)	into	their	
frameworks.	Table	7.1	demonstrates	examples	of	various	approaches	that	scholars	have	
used	to	incorporate	value	capture	accounting	into	their	business	model	frameworks.	
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Table	7.1	Accounting	approaches	in	mainstream	BM	frameworks	
	
Framework	 Accounting	approach	
Business	Model	Canvas	 Revenue	streams,	Cost	structure	
Johnson	et	al.’s	Business	Model	 Profit	formula	
Yunus	et	al.’s	Social	Business	Model	 Economic	profit,	social	profit	
	
The	researcher	has	designed	the	Business	Model	Blossom	to	support	value	
capture	accounting	considerations	by	including	the	value	return,	value	recovery	and	
value	delivery	components.	However	the	researcher	acknowledges	that	for	the	Business	
Model	Blossom	to	fully	support	a	detailed	accounting	process,	it	would	be	necessary	to	
introduce	a	layer	of	questions	on	top	of	the	business	model	components.	This	raises	the	
question:	to	what	extent	should	a	business	model	framework	account	for	the	value	
forms	captured	by	a	given	business	model?	The	researcher	proposes	the	need	for	
further	research	into	the	most	useful	ways	that	the	various	aspects,	such	as	value	
captured	accounting,	are	incorporated	into	the	business	model.		
	
	
7.3	Reflecting	on	the	strengths	and	weaknesses	of	the	research	
	
	 The	strengths	and	weaknesses	of	the	research	are	readdressed	now	that	the	
research	process	and	outcomes	have	been	fully	presented.	One	strength	of	the	research	
is	the	quantity	and	richness	of	data.	The	researcher	collected	data	from	a	number	of	
different	sources,	which	included	in-depth	interviewing	with	35	practitioners	
contributing	to	healthy	food	ventures.	As	a	result,	the	researcher	has	been	able	to	share	
20	case	studies	with	the	reader.	Described	in	greater	detail	in	Chapter	3,	the	approach	
enabled	the	researcher	to	collect	and	present	rich	descriptions	of	the	innovation	
processes	experienced	by	healthy	food	ventures.	It	also	led	to	the	emergence	of	a	new	
toolset—the	Business	Model	Blossom	and	the	Negative	Value	Diagnostics—which	
consequently	permitted	the	researcher	to	draw	out	insights	about	healthy	food	business	
models.	
Yet	all	research	comes	with	its	weaknesses.	One	weakness	of	this	research	is	the	
lack	of	quantitative	data.	At	the	outset	of	the	research,	the	researcher	intended	to	collect	
more	quantitative	data	about	the	impact	of	the	ventures.	For	example,	the	researcher	
hoped	to	be	able	to	quantify	health	impacts	and	health	care	savings	of	these	healthy	
food	ventures,	but	the	researcher	found	that	the	data	either	did	not	exist	or	was	
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inaccessible.	In	an	interview,	one	entrepreneur	cautioned	the	researcher	about	the	
difficulty	of	studying	food-related	ventures	that	aim	to	make	health	impacts:		
“We	are	only	now	starting	to	see	new	models	tested.	They	are	emerging	now.	So	
you	know	that	you	don’t	have	anything	really	mature	to	look	at	yet”—Director	C	
After	studying	the	healthy	food	ventures,	the	researcher	now	understands	why	it	would	
have	been	infeasible	to	understand	the	health	care	savings	achieved	by	the	ventures.	
	 The	researcher	initially	perceived	the	closeness	of	the	Business	Model	Blossom	
to	the	Value	Mapping	tool	to	be	another	weakness	of	the	research.	At	the	start	of	the	
research,	the	researcher	anticipated	that	the	data	would	lead	to	the	invention	of	a	
completely	original	standalone	tool.	However	the	researcher	entered	into	this	research	
as	a	novice	in	the	innovation	management	and	sustainability	fields.	The	researcher	was	
naïve	about	the	process	and	expectations	of	exploratory	qualitative	research.	The	
researcher	now	appreciates	that	the	Business	Model	Blossom	and	the	value	
underperformance	language	are	indeed	unique	and	meaningful	contributions.	Their	
similarities	to	the	Value	Mapping	tool	and	value	uncaptured	language	might	even	
render	them	more	impactful.	Only	future	research	will	tell.	
Some	scholars	consider	the	replicability	of	research	as	a	criterion	of	the	validity	
of	the	research.	Yet	scholars	that	call	for	replicability	align	with	or	edge	towards	
positivism,	which	is	different	from	the	strong	interpretivist	worldview	held	by	the	
researcher.	The	researcher	acknowledges	that	there	have	been	a	great	number	of	
variables	that	have	influenced	these	findings.	Even	though	another	researcher	would	
not	have	been	able	to	start	with	the	same	research	plan	and	replicate	the	findings	of	this	
research,	it	is	not	to	say	the	research	is	invalid.	The	researcher	has	presented	the	
research	in	a	way	that	the	methods	can	be	replicated.	This	research	approach	has	
allowed	for	meaningful	insights,	and	while	some	scholars	might	argue	that	the	insights	
have	been	generated	subjectively,	the	researcher	has	been	transparent	about	how	the	
research	process	unfolded.	
At	the	start	of	this	research,	the	researcher	set	out	the	objective	of	learning	what	
it	means	to	be	a	good	researcher.	Scholars	have	written	generously	about	this	topic.	
Booth	et	al.	communicate	the	important	skills	of	framing	research	questions	and	
considering	the	research	audience	while	conducting	any	piece	of	research	(Booth,	
Colomb,	&	Williams,	2009).	Miles	et	al.	advise	researchers	to	be	honest	about	their	
research’s	strengths	and	weaknesses;	be	creative—limiting	worries	about	“doing	it	
right”;	be	open	to	experiential	learning;	and	establish	methods	for	reflecting	both	alone	
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and	with	a	peer	(Miles	et	al.,	2013).	The	researcher	has	heeded	this	advice	to	produce	
the	piece	of	research	presented	in	this	thesis.	By	reading	and	doing,	often	struggling	
through	the	dilemmas	of	research,	the	researcher	has	learned	how	to	be	a	good	
researcher.	The	researcher	also	recognises	that	part	of	being	a	good	researcher	is	
continually	challenging	and	refreshing	her	understanding	of	what	it	means	to	be	a	good	
researcher.	
	
	
7.4	Value	
	
Over	the	course	of	the	research,	the	researcher	often	returned	to	the	question	of	
how	to	define	value.	During	conferences	and	meetings,	the	researcher	observed	that	
this	struggle	to	define	value	is	ubiquitous	amongst	scholars.	This	thesis	has	offered	a	
definition	of	value	that	is	as	precise	as	possible	given	our	limited	academic	
understanding	of	value.	Value	is	dependent	on	perspective.	There	are	a	great	number	of	
perspectives	in	the	world,	which	offers	one	possible	explanation	for	why	the	concept	of	
value	has	been	difficult	to	communicate	in	academic	terms.	
While	some	scholars	might	cringe	at	the	vagueness	of	the	concept	of	value,	the	
researcher	has	begun	to	think	that	value’s	vagueness	is	actually	one	of	its	strengths,	at	
least	in	the	context	of	the	innovation	process.	When	understood	as	the	broadly	defined	
concept	presented	in	this	thesis,	value	transcends	material	and	emotional	needs.	The	
researcher	believes	this	ambiguity	is	why	the	concept	of	value	is	so	effective	for	some	
stages	of	innovation.	Value’s	transcendent	ability	lends	to	the	integration	of	seemingly	
dissimilar	things,	a	practice	that	often	leads	to	interesting	innovations.	The	concept	of	
value	not	only	allows	us	to	cut	across,	but	also	into,	a	situation.	Value	enables	us	to	dig	
into	something,	bringing	us	nearer	to	the	root	cause.	By	teasing	something	apart	into	its	
fundamental	and	unique	value	forms,	we	gain	new	understanding.	By	abstracting	
something	into	its	value	forms,	we	are	able	to	imagine	a	range	of	alternative	ways	those	
value	forms	can	be	delivered.		
As	academics,	we	aim	to	define	things	precisely,	yet	this	quest	for	precision	can	
be	burdensome	in	the	context	of	the	innovation	process,	especially	in	earlier	stages,	
such	as	ideation.	The	researcher	has	observed	the	positive	response	to	the	vague	
concept	of	value	that	is	embedded	in	the	Value	Mapping	tool.	A	precise	definition	of	
value	is	almost	avoided	in	the	context	of	the	workshops.	Instead,	a	selection	of	examples	
of	different	forms	of	value	is	offered	to	workshop	participants.	The	lack	of	a	precise	
definition	has	not	been	observed	to	be	a	problem.	Value	is	a	concept	that	people	
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instinctively	seem	to	grasp.	This	intuitive	understanding	of	value	enables	people	from	
different	backgrounds	to	work	through	a	problem	together.	The	concept	of	value	serves	
as	the	building	block	of	a	shared	language	for	innovation.	
	
	
7.5	Views	on	healthy	food	business	models	
	
	 During	the	three	years	since	the	research	began,	the	researcher	has	become	
increasingly	convinced	of	the	specialness	of	business	models	that	leverage	food	as	a	
means	to	affect	health	outcomes.	While	the	researcher	has	not	spent	enough	time	
collecting	data	on	business	models	in	other	sectors	to	be	able	to	make	scientifically	
evidenced	comparisons,	the	researcher	has	conducted	this	research	from	a	research	
centre	that	specializes	in	the	study	of	sustainable	business	models	across	many	
different	sectors.	The	researcher	has	been	exposed	to	examples	of	sustainable	business	
models	in	other	industrial	contexts	(e.g.	cars,	clothing	and	textiles,	batteries,	etc.).	
Therefore,	the	researcher	feels	well	positioned	and	compelled	to	share	some	thoughts	
about	the	uniqueness	of	healthy	food	business	models	by	comparing	issues	in	healthy	
food	ventures	to	those	in	the	car	industry.	
The	researcher	has	observed	that	healthy	food	business	models	have	to	address	
matters	that	standard	sustainable	business	models	often	do	not.	Bocken	et	al.’s	
sustainable	business	model	archetypes	offer	a	tool	to	dig	deeper	into	this	observation.	
The	sustainable	business	model	archetypes	are	a	set	of	technological,	social	and	
organisational	patterns	that	Bocken	et	al.	identified	across	the	sustainable	business	
model	literature	(Bocken	et	al.,	2014).	By	considering	a	selection	of	archetypes,	
comparing	them	across	the	healthy	food	venture	and	car	industry	contexts,	we	can	
better	understand	why	the	researcher	suggests	that	healthy	food	business	models	are	
special.	
	
	
	
Figure	7.3	Sustainable	business	model	archetypes	
					from	(Bocken	et	al.,	2014)	
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For	the	left-most	archetype—‘maximising	energy	efficiency’—there	is	an	obvious	
example	in	cars.	Customers	have	welcomed	the	energy	efficiency	progress	that	car	
manufacturers	have	made.	The	better	the	car’s	fuel	efficiency,	the	less	the	customer	
spends	on	fuel.	Searching	for	an	analogous	example	in	the	healthy	food	context	quickly	
allows	us	to	see	how	differently	one	must	think.	Even	articulating	an	example	is	
difficult.	A	little	reflection	reveals	that	food	is	more	akin	to	fuel	than	the	car	in	the	
analogy.	The	food	consumer	is	akin	to	the	car.	Following	this	logic,	the	equivalent	of	a	
car	company	that	designs	fuel	efficiency	into	their	cars	is	a	healthy	food	venture	that	
manages	its	consumer-customer’s	metabolic	rate.	An	efficient	metabolism	would	
technically	mean	that	the	consumer	burns	calories	more	slowly.	The	general	
overconsumption	trends	suggest	that	consumers	need	their	metabolisms	sped	up,	not	
slowed	down.	What	percentage	of	consumers	would	appreciate	a	slower	metabolism?	It	
might	translate	to	savings	on	food	spend,	but	is	that	what	the	consumer	wants?	Would	
that	solve	the	global	epidemic	of	diet-related	disease?	
Moving	to	the	next	archetype—‘creating	value	from	waste’—we	can	more	easily	
imagine	an	example	in	the	healthy	food	context.	Food	waste	has	become	a	major	talking	
point	within	the	last	decade.	The	fresh	produce	category	has	a	high	percentage	of	food	
waste,	and	consequently	campaigns	to	reduce	food	waste	seem	to	align	with	healthier	
food	consumption.	However	the	messaging	around	food	waste	reduction	is	complicated.	
Food	waste	campaigns	highlight	that	consumers	are	a	major	source	of	the	problem	and	
educate	consumers	to	take	action.	While	some	consumer	education	focuses	on	buying	
less	food,	the	messaging	to	reduce	food	waste	sometimes	gets	conflated	with	‘clean	the	
plate’—a	practice	that	potentially	contributes	to	overconsumption.	There	is	also	the	
issue	of	the	incentive	for	the	consumer.	The	savings	from	buying	less	food	surely	add	up	
over	time,	but	it	takes	a	while	for	those	savings	to	appear	meaningful.	Returning	to	the	
counterexample	of	the	car,	the	opportunity	to	trade-in	cars	is	a	model	that	‘creates	
value	from	waste’.	With	the	opportunity	to	earn	thousands	of	dollars	by	trading	in	an	
old	car,	the	incentive	for	the	car’s	owner	is	obvious.	The	unit	economics	of	food	on	the	
other	hand	are	often	small.	
Earlier	in	the	discussion,	the	researcher	likened	food	to	fuel.	Given	this	analogy,	
we	might	imagine	the	archetype	of	‘substituting	with	renewables’	to	offer	promising	
ideas	for	the	healthy	food	context.	The	car	industry	has	introduced	cars	that	run	on	
petrol	alternatives	such	as	hydrogen	and	electricity.	In	the	healthy	food	context,	the	
substitution	archetype	might	take	the	form	of	food	products	that	offer	the	same	
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function	as	traditional	meals.	There	are	many	examples	of	the	food	industry	pursuing	
meal	substitutes.	Think	about	all	the	meal	bars	and	drinks	that	are	out	on	the	market.	
The	food	industry	can	engineer	a	meal	bar	or	shake	that	has	just	the	right	amount	of	
nutrition	for	a	given	consumer.	The	meal	replacement	category	has	definitely	seen	
success	in	recent	years.	But	what	percentage	of	people	are	happy	to	regularly	replace	
their	meals	with	a	conveniently	engineered	bar	or	shake?	The	researcher	suspects	that	
people	are	more	willing	to	make	a	permanent	swap	to	their	source	of	automobile	fuel	as	
opposed	to	their	source	of	nutrition.	
	 Looking	at	the	three	technological	archetypes	across	the	two	contexts	highlights	
the	specialness	of	business	model	design	in	the	healthy	food	context.	As	food	
consumers,	we	are	particularly	sensitive	to	changes	in	our	food	environment.	We	
directly	feel	those	changes.	In	the	case	of	the	car,	changes	are	felt	less	directly.	When	we	
use	an	alternatively	fuelled	car,	we	might	observe	differences	in	how	the	car	functions,	
but	we	do	not	experience	those	differences	in	the	way	we	experience	differences	when	
we	change	what	we	eat.	We	have	immediate	reactions	to	what	we	eat.	We	experience	
satisfaction.	We	experience	disgust.	The	food	waste	example	reminds	us	that	our	
bodies’	sensitivity	to	food	means	there	is	a	fine	line	between	appropriate	consumption	
and	overconsumption.	The	food	waste	example	also	illustrates	how	psychologically	
taxing	it	can	be	to	weigh	the	benefits	and	costs	of	eating	in	a	particular	way.	It	shows	
how	all	of	the	‘good’	value	forms	that	are	attached	to	food	can	start	to	get	conflated.	
‘Cleaning	the	plate’	might	mean	that	the	environment	and	society	have	not	produced	
food	in	vain,	but	does	‘cleaning	the	plate’	potentially	stimulate	our	overconsumption	
and	disease?		
	 The	complicated	psychology	that	is	intertwined	with	how	we	eat	surfaces	in	
many	other	examples.	We	can	explore	it	further	by	considering	the	three	social	
archetypes	in	Figure	7.3—‘deliver	functionality	rather	than	ownership’,	‘adopt	a	
stewardship	role’,	‘encourage	sufficiency’.	These	archetypes	might	be	exemplified	
through	various	nutritional	services.	The	researcher	has	observed	that	reactions	to	such	
services	are	complicated.	Some	people	are	grateful	to	have	their	meals	decided	through	
a	service.	Other	people	might	feel	that	a	freedom	has	been	taken	from	them.	Other	
people	might	feel	stigmatised	by	the	dietary	recommendations	that	they	have	been	
given	based	on	their	health	status.	Some	people	feel	empowered	by	a	cooking	class.	
Other	people	might	feel	patronised	and	offended.	Some	people	may	have	grown	up	
eating	and	cooking	in	a	way	that	reminds	them	of	their	homeland	or	family.	Nutritional	
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and	cooking	advice	might	be	insulting.	Food	is	part	of	our	identity.	Many	of	us	feel	
strongly	that	we	should	be	able	to	make	our	own	decisions	about	how	we	eat.	
The	six	technological	and	social	archetypes	have	already	stimulated	a	rich	
discussion	of	the	healthy	food	business	model	difficulties,	and	so	the	researcher	will	not	
continue	into	the	organisational	archetypes.	The	following	list	summarises	the	
researcher’s	observations	about	some	of	the	things	that	make	the	healthy	food	context	
special.	Healthy	food	consumption	is	intertwined	with:	
• Our	individual	biology	
• Complicated	psychology	
• Small	unit	economics	of	food	
• Pleasure	of	eating	
• Our	personal	identity	
• Our	health	status,	which	we	consider	personal	information	
Coming	back	to	healthy	food	business	models,	some	of	the	items	in	that	list	are	
challenging	to	alter	from	a	logistical	standpoint,	as	well	as	an	ethical	standpoint.	The	list	
is	not	meant	to	be	comprehensive.	In	fact	the	six	items	above	do	not	explicitly	address	
two	of	the	dimensions	that	the	researcher	has	observed	to	be	particularly	tricky	to	
manage.		
	 Healthy	food	ventures	involve	a	time	dimension	and	individual	responsibility	
dimension	that	are	exceptionally	challenging.	The	researcher	sees	the	two	dimensions	
as	being	highly	interrelated.	The	pleasure	of	eating	comes	with	short-term	benefits.	
Those	short-term	benefits	aggregate	into	long-term	problems,	but	it	is	hard	to	have	that	
foresight	in	the	moment	of	pleasure.	It	might	be	difficult	to	recognise	that	we	are	
overconsuming	when	the	moment	is	so	short-lived.	The	researcher	shares	the	widely	
held	opinion	that	our	food	environment,	which	includes	social	and	marketing	
influences,	contributes	to	the	way	that	we	eat.	However,	our	hands	are	the	instruments	
in	the	food	chain	that	ultimately	move	food	from	the	outside	world	into	our	bodies.	If	
we	have	overconsumed,	we	have	done	that	ourselves.	And	the	time	dimension	
complicates	this.	We	know	our	willpower,	have	seen	it	operate	in	the	past	and	might	
calculate	that	any	bad	eating	habits	we	encounter	are	just	temporary.		
How	do	we	deal	with	the	time	and	individual	responsibility	dimensions	using	
our	business	model	knowledge?	The	literature	review	chapter	discussed	the	externality	
theme	that	surfaces	across	the	sustainable	business	model	literature.	The	externality	is	
the	cost	or	benefit	that	is	imposed	on	a	party	that	did	not	have	a	choice	in	the	matter.	
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Sustainability	scholars	suggest	that	sustainable	business	model	thinking	offers	
mechanisms	to	internalise	externalities	(Bocken	et	al.,	2013;	Evans	et	al.,	2017;	Tukker	
&	Tischner,	2006).	However,	the	externality	that	we	see	in	the	food	context	is	a	special	
type	of	externality.	The	weight	gain	and	disease	that	results	from	unhealthy	food	
consumption	is	an	externality	that	people	impose	on	their	future	selves.	Economists	
refer	to	this	specific	type	of	externality	as	an	internality—	
“the	overlooked	costs	people	inflict	on	their	future	selves”	(The	Economist,	2017).		
The	researcher	has	observed	how	sustainable	business	model	thinking	offers	
practitioners	methods	to	identify	externalities	and	tackle	them	by	the	way	they	propose,	
deliver	and	capture	value.	For	example,	a	company	that	offers	a	product	by	renting	it	as	
opposed	to	selling	it	(value	delivery)	is	able	to	offer	the	consumer	a	longer	lasting,	
higher	quality	product.	This	specific	example	is	a	value	opportunity	that	the	uncaptured	
value	forms	in	the	Value	Mapping	tool	might	help	us	recognise.	However,	framing	the	
sickness	that	consumers	inflict	on	their	future	selves	is	not	an	instance	of	value	
uncaptured	that	the	researcher	observed	to	surface	in	any	of	the	Value	Mapping	
workshops.		
This	research	has	encouraged	the	researcher	to	articulate	the	specialness	of	
healthy	food	business	models,	which	has	helped	the	researcher	to	see	that	the	literature	
on	sustainable	business	model	thinking	does	not	do	enough	to	tackle	internalities	and	
the	time	dimension.	The	researcher	has	not	come	across	examples	of	sustainable	
business	model	tools	that	systematically	integrate	the	two	dimensions—the	internality	
and	time	lag—into	their	methods.	One	step	towards	integrating	these	dimensions	could	
be	differentiating	between	the	same	stakeholders	at	different	points	in	time—current	
consumers	and	future	consumers—in	tools	such	as	the	Value	Mapping	tool	and	
Business	Model	Blossom.	Systematic	incorporation	of	internalities	and	the	time	
dimension	into	sustainable	business	model	thinking	requires	further	research.		
	
	
7.6	Concluding	remarks	
	
This	chapter	has	concluded	the	thesis	by	evidencing	how	the	researcher	met	the	
research	objectives	that	were	set	out	at	the	start	of	the	research.	The	researcher	
demonstrated	how	the	research	answered	the	research	questions	and	made	
contributions	to	both	knowledge	and	practice.	The	chapter	has	also	addressed	the	
strengths	and	weaknesses	of	the	research	and	has	incorporated	a	variety	of	discussions	
that	pave	the	way	for	future	research	endeavours.	
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Appendix	A	
	
The	researcher	asked	the	following	set	of	questions	during	the	interview	with	a	director	
at	Venture	F	on	May	6,	2016.	
	
Researcher:	Can	you	give	me	a	brief	summary	of	what	[Venture	F]	does,	and	the	story	
of	how	it	started?	
{Interviewee	response}	
	
Researcher:	What	would	you	say	the	objective	of	[Venture	F]	is?	
{Interviewee	response}	
	
Researcher:	How	was	it	initially	financed?	
{Interviewee	response}	
	
Researcher:	You	were	talking	about	how	the	services	span	the	food	supply	network.	
What	would	you	say	some	of	the	big	challenges	are	specifically	in	your	state	and	your	
region?	
{Interviewee	response}	
	
Researcher:	Do	the	local	suppliers	feel	like	because	they	are	engaged	with	your	
organization,	they	are	next	in	line	once	those	food	businesses	are	able	to	scale	and	
afford	that	product?	
{Interviewee	response}	
	
Researcher:	What	does	[Venture	F]	provide	for	its	entrepreneurs?	
{Interviewee	response}	
	
Researcher:	Can	you	give	examples	of	how	you	encourage	them	to	grow	incrementally?	
{Interviewee	response}	
	
Researcher:	Who	engages	with	[Venture	F]	besides	the	food	entrepreneurs	and	staff?		
{Interviewee	response}	
	
Researcher:	Could	you	comment	on	what	you	think	works	well	and	what	doesn’t	in	
[one	specific	project	of	Venture	F]?	
{Interviewee	response}	
	
Researcher:	Are	there	any	organizations	that	inspire	you	at	[Venture	F]?	
{Interviewee	asked	for	question	clarification}	
Researcher:	I’m	thinking	particularly	about	organizations	that	have	a	similar	mission,	
but	I	don’t	want	you	to	feel	bounded	by	that.	
{Interviewee	response}	
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Appendix	B	
	
	
	
	
Venture	A	
Interviewee	 Date	interviewed	
Executive	A1	 1-Oct-15	
Executive	A1	 7-Apr-16	
Executive	A2	 12-Apr-16	
Executive	A3	 5-Apr-16	
Employee	A4	 11-Apr-16	
Employee	A5	 4-Apr-16	
Employee	A6	 12-Apr-16	
Employee	A7	 6-Apr-16	
Employee	A8	 12-Apr-16	
Employee	A9	 19-Apr-16	
Employee	A10	 14-Apr-16	
Employee	A11	 6-Apr-16	
Employee	A12	 5-Apr-16	
Employee	A13	 14-Apr-16	
Employee	A14	 6-Apr-16	
	
Venture	B	
Interviewee	 Date	interviewed	
Executive	B	 7-May-15	
	
Venture	C	
Interviewee	 Date	interviewed	
Director	C	 8-Sep-15	
	
Venture	D	
Interviewee	 Date	interviewed	
Director	D	 16-Oct-15	
	
Venture	E	
Interviewee	 Date	interviewed	
Director	E	 11-Nov-15	
	
Venture	F	
Interviewee	 Date	interviewed	
Director	F	 6-May-16	
	
Venture	G	
Interviewee	 Date	interviewed	
Director	G	 8-Mar-16	
	
	
	
	
These	tables	list	the	dates	upon	which	the	interviews	were	conducted.	
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Venture	I	
Interviewee	 Date	interviewed	
Director	I	 3-May-17	
Director	I	 16-May-17	
Director	I	 18-Jan-18	
	
Venture	J	
Interviewee	 Date	interviewed	
Director	J	 20-Mar-17	
Director	J	 23-Jun-17	
Director	J	 4-Aug-17	
	
Venture	K	
Interviewee	 Date	interviewed	
Director	K	 24-Feb-17	
Director	K	 7-Mar-17	
Director	K	 30-Jun-17	
	
Venture	M	
Interviewee	 Date	interviewed	
Executive	M	 23-Apr-16	
	
Venture	O	
Interviewee	 Date	interviewed	
Director	O1	 13-Oct-15	
Director	O2	 13-Oct-15	
Director	O3	 13-Oct-15	
Director	O4	 19-Oct-15	
	
Venture	P	
Interviewee	 Date	interviewed	
Executive	P1	 22-Apr-15	
Partner	P2	 22-Apr-15	
	
Venture	Q	
Interviewee	 Date	interviewed	
Executive	Q1	 12-Apr-16	
Intern	Q2	 20-Apr-16	
Partner	Q3	 21-Apr-16	
	
Venture	R	
Interviewee	 Date	interviewed	
Director	R	 19-Apr-16	
	
Venture	S	
Interviewee	 Date	interviewed	
Director	S	 26-Feb-16	
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Appendix	C	
	
List	of	acronyms	
	
Acronym	 Expansion	
AMJ	 Academy	of	Management	Journal	
B2B	 business-to-business	
BM	 business	model	
BMB	 Business	Model	Blossom		
BMC	 Business	Model	Canvas	
BMI	 business	model	innovation	
BOGOF	 buy-one-get-one-free	
CHNA	 Community	Health	Needs	Assessment	
CS	 case	study	
CSA	 Community	Supported	Agriculture	
HBR	 Harvard	Business	Review	
HFV	 healthy	food	venture	
IFV	 health	internalising	food	venture	
MOFV	 multi-objective	food	venture	
NVD	 Negative	Value	Diagnostic	
POS	 Point-of-sale	
PSS	 product-service	system	
RQ	 research	question	
SocBM	 social	business	model	
SusBM	 sustainable	business	model	
TBL	 triple	bottom	line	
UPC	 Unique	Product	Code	
VU	 value	underperformance	
	
	
